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Agenda 

• Simply Measured demo, Lauren Berry 

• Social media monitoring 

• Minute papers 

• Housekeeping/CMP update 

• Google Analytics walkthrough 

• Homework assignment #2 – Google Analytics report 

 

 

 



Social media monitoring 

• For data-hungry, strategic marketers. 

• Access and analyze social data from one location. 

• Understand the data and what it means. 

• Create and schedule custom performance reports to tie your 
efforts to hard numbers, without extra work. 

• View online, or export to Excel and other formats easily. 

 

 









• Nov. 2 – Ramping up for the 
general election. 

• Nov. 6-8 – Election coverage. 

• Nov. 15 – Dow Constantine 
announces marriage equality 
events on KUOW. 

 

 

 

• Nov. 20 – Flood Warning Center 
opens in Snoqualmie. 

• Nov. 23-25 – Thanksgiving break. 

• Nov. 28  – Election results certified. 

 

 

 



Examples 

• Simply Measured 
Strong reporting, supports lots 
of channels, expensive. 

• SproutSocial 
Mix between HootSuite & Simply 
Measured, publish posts and get 
unlimited reporting. 

• Crowdbooster 
Only for Facebook and Twitter, 
cost effective. 

• Brandwatch 
Comprehensive suite of tools, 
includes CRM. 
 

 

 

 

http://simplymeasured.com/
http://sproutsocial.com/
http://crowdbooster.com/
http://www.brandwatch.com/


Resources 

• Mashable – Simply Measured review 

• CloudSurfing – Simply Measured competitors 

• CRM Idol – SproutSocial review 

• WebHead Interactive – Crowdbooster review 

• Monitoring Social Media – Brandwatch review 

 

http://mashable.com/2011/08/26/simplymeasured/
http://www.cloudsurfing.com/site/5254-Simply-Measured/competitors/
http://www.crmidol.com/review/7/08/2012/sprout-social
http://www.webheadinteractive.com/2012/02/how-small-business-owners-can-benefit-from-crowdbooster/
http://www.monitoring-social-media.com/product-review-using-brandwatch-for-social-media-monitoring


Minute papers 

• I’ve used HootSuite off and on for about a year and half now and, 
while I don’t (didn’t) use it to its robust capabilities, I do find the 
scheduling feature and the fact that your channels are all in one 
place is WAY too convenient to ignore. Now that we’re digging into 
HootSuite I’ve fallen into an analytic love affair. 

• I believe the benefit of a tool is to help you do and manage things 
better, more efficiently. When you add the “SM overload of 
information challenge” to this equation, tools become a necessary, 
must-have asset. 

• Some of the things I dislike are the Facebook functions, the streams 
not being able to retain long periods of data, the searching by 
keywords/mentions doesn't work for me all the time, or lack of 
Boolean knowledge. Also, I want more of an understanding of the 
data and user profiles. I guess that’s why we have Simply Measured. 



• Taglines and profiles updated 

• HootSuite administrators being added 

• Content calendar 

• Post regularly to your channel 

• GOST feedback 

• Campaign ideas 

 
LinkedIn group report 

 

CMP update 



Housekeeping 

• Changes to syllabus: 

• Only one campaign is required. 

• Single-channel. 

• Group presentation due week 10 (3/30). 

• Stick to your GOST, measure your performance. 

• TAKEAWAY no campaign/report due week 7 

 

 

 

 

 



Housekeeping 

Point value Assignment Due 

10 Minute papers (1 point each) Weekly 

5 Replies (Minimum of 5) 

10 Active participation in class, Twitter and 
groups 

40 4 homework assignments (10 points each) 

10 Milestone #1: GOST document (1 per team) Week 3 

10 Milestone #2: First campaign (1 per team) Week 7 

15 
Milestone #3: Second campaign  
(final presentation) 

Week 10 



Housekeeping 

Point value Assignment Due 

10 Minute papers (1 point each) Weekly 

5 Replies (Minimum of 5) 

10 Active participation in class, Twitter and 
groups 

40 4 homework assignments (10 points each) 

10 GOST document (1 per team) Week 3 

25 Final project: group presentation Week 10 



Housekeeping 

• Changes to syllabus: 

• Only one campaign is required. 

• Single-channel. 

• Group presentation due week 10 (3/30). 

• Stick to your GOST, measure your performance. 

• TAKEAWAY no campaign/report due week 7 

 

• 4-week survey for UW (in-class) 

 

• Due next week: Google Analytics report (1 page) 

 

 

 

 



Project: Flip the Media 

• MCDM course blog 

• Posts written by students, staff and community leaders 

• http://flipthemedia.com 

• @flipthemedia– Search – Organic – Change Dates to 2011 

 

 

 

http://flipthemedia.com/


Google Analytics walkthrough 

• What were the top three pages viewed last week? 
• Which one of these stands out? Why? 

• Content – Site Content – All Pages – Last Week 

• How many unique visitors were there in Jan. vs Dec.? 
• How many of those visitors were new to the site? 

• Audience – Overview – Compare Months 

• How much did mobile traffic grow from 2011 to 2012 
• Audience – Mobile– Change Dates to 11/12 

• How much traffic did social media drive last year? 
• Traffic – Sources – Referrals – Change Dates to 2011 

• Last year, what % of traffic came from search? 
• What stands out about the top 10 search terms? Explain. 

• Traffic – Sources – Search – Organic – Change Dates to 2011 
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Assignment #2 – Google Analytics 

• Write a 1-page analytics report (10 points) 

• Using Google Analytics, measure Flip the Media’s 
performance during 2012. 

• 1. How much influence does social media have on site 
traffic? What can they learn from this? 

• 2. Why does the homepage get so much more traffic 
than individual blog posts? 

• Provide analysis of what you learned. 

• Make recommendations for what FTM can do next. 

• Due prior to class 2/6 – week 5 

http://flipthemedia.com/
http://flipthemedia.com/

